ABSTRACT
INTRODUCTION
In a growing competences environment; brand becomes most valuable, strategic and critical assets of a company and receives considerable attention (Martin et al., 2005) . Brand is one of the main tools for marketers to alleviate consumers' price sensitivity in market competition (Helmig et al.,2007) . Consumers are prone to pay more for a brand, because they perceive an excellent value in the brand that no competitor can provide (Jacoby & Chestnut, 1978) . Therefore brand managers attempt to tackle this issue by generating stronger brands (Keller, 1993) . A common strategy used to strengthen a brand is creating brand trust between company and consumer. Brand trust provides a superior lens through which to examine and assess consumers' behavioral responses.
Similarly, consumers' brand affect plays a significant role between company and consumer relationship. Relationship is built on the foundation of brand affect (Berry & Parasuraman, 1991) and brand affect causes consumers' brand loyalty which is initially viewed as consumers' repurchase intention (Morgan & Hunt, 1994) .
Brand affect and brand trust behave like the main key factors for firm success. From marketers' point of view, brand affect and brand trust work as a preserver of relationship investment for companies' partner; provide long term benefits; prevent high risk actions (Morgan & Hunt, 1994) and they are the cornerstone of strategic partnership (Spekman, 1988) . From consumers' point of view, they are essential assets for consumer company relationship and they are main reasons underlying consumers' behavioral responses towards companies (Caceres & Paparoidamis, 2007) Berry and Parasuraman (1991) affirm that effective service marketing depends on successful management of both brand affect and brand trust.
Many studies concentrate on role of brand trust and brand affect from company-supplier relationship (Chiou & Droge, 2006; Tümer et al., 2011) . But studies are scarce that fully investigate brand trust and brand affect, especially brand affect, from company-consumer relationship in one integrated framework. To fill this research gap, the present study objective is to focus on two topics; (1) How brand trust and brand affect influence consumers' brand loyalty? and (2) Does brand affect mediate the relationship between brand trust and consumers' brand loyalty ? This study builds on and contributes to previous literature by examining this constructs from company-consumer point of view.
We first review the relevant literature and establish a conceptual framework. On this basis, research hypothesis are formulated. Next we specify the methodology in detail and present the findings. Then we draw theoretical as well as managerial implications. Finally, we recognize the limitations of this study and suggest future research directions.
CONCEPTIONAL FRAMEWORK
Our conceptual model is developed and demonstrated in Fig.1 . The model shows that consumer's brand loyalty toward a store is influenced by the consumer's brand trust and brand affect. Additionally, brand trust has an indirect effect on brand loyalty through brand affect. The model posits brand affect as critical mediators of the impact of brand loyalty. We review the key constructs of our conceptual framework and define the theoretical background supporting the relationships contained therein. 
Brand Trust
Brand trust is viewed as central in many studies (Doney & Cannon, 1997; Moorman et al., 1992) . It is conceptualized as a notable factor in the firm success (Morgan & Hunt, 1994) . Chaudhuri and Holbrook (2001) define brand trust as "the willingness of the average consumer to rely on the ability of the brand to perform its stated function". Brand trust arises after consumers' evaluation of companies' offerings. If companies provide beliefs of safety, honesty and reliability about their brands to consumers, brand trust will be generated subsequently (Doney & Cannon, 1997) . It can be interpreted that brand trust is created and developed by direct experiences of consumer via brands.
The main difference between brand trust and brand affect is; brand trust is viewed as a long process which can be occurred by thought and consideration of consumer experiences about store while brand affect is consisted of impulsive feelings which can be formed, spontaneously (Chaudhuri & Holbrook, 2001) . Therefore brand trust can be discussed as a cognitive component (Casalo et al., 2007) which may induce emotional response, namely brand affect.
On the other hand, brand trust leads brand loyalty (Delgado-Ballester & Munuera-Alemán, 2001 ). It is due to brand trust's ability for creating highly valued relationship (Chaudhuri & Holbrook, 2002) . It shows that brand loyalty is part of the continual process of valuable and notable relationship which is produced by brand trust. Moreover literature shows support that brand trust is a determinant of loyalty Wu et al., 2008; Berry, 1983) . Based on the literature review, we suggest the following hypothesis;
H1: Brand trust has positive effect on consumers' brand affect H2: Brand trust has positive effect on consumers' brand loyalty

Brand Affect
Brand trust and brand affect are closely related dimensions. Like brand trust, brand affect is also studied widely in marketing literature (Iglesias et al., 2011) . Chaudhuri and Holbrook (2001) define brand affect as "brand's potential to elicit a positive emotional response in the average consumer as a result of its use". In other words it can be described as consumers' emotional response towards a brand in consequence of having an experience with the brand. Therefore we suggest that brand affect occurs under favor of close relationship with brand. Likewise, literature suggests that favorable and positive emotions are associated with high level of brand loyalty (Chaudhuri & Holbrook, 2002) . It is showed that brand loyalty is greater under the condition of positive emotional affect that prompt consumers to enhance positive attitudes towards a brand (Dick & Basu, 2004) . Many studies are empirically evident for brand affect has a significant role to create brand loyalty (Chaudhuri & Holbrook, 2002; Sung & Kim, 2010) . In line with this discussion we propose the following hypotheses.
H3: Consumers' brand affect has positive effect on consumers' brand loyalty
RESEARCH METHOD
The data used for the current study were collected from graduate and undergraduate students from a university, located in Kocaeli. The questionnaire contained 14 questions divided into three parts to conduct to certify the reliability of the scales, and some modifications were made based on feedbacks. The data collection was carried out for two weeks at October. The survey was conducted on consumers who have experience in the coffee store. The reasons for choosing coffee store are; they are the main actors of service industries and they are more distinctive places to evaluate both brand affect and brand trust of consumers. Participants were asked to answer questions in consideration of the coffee store where they had visited lastly. The reason for choosing coffee store, they are very convenient places to capture brand affect of consumers. Convenience sampling technique was used to select the participants. Consequentially 98 respondents were emerged.
The demographic characteristics of the sample are presented in Table1. Respondents consisted of 52% male and 48% female. In terms of age, 44.9% of the respondents were between 20-30 years old and 55.1% were between 30-40 years old. Most of the respondents (48%) visited the coffee store s more than2-3 times per month. Moreover the majority of the respondents (37.8%) had 500-1500 € monthly income.
Table 1-Demographic Characteristics of Sample (n=98)
Measurement
To measure all constructs, we use five-point Likert type scales with anchors 1-strongly disagree and 5-strongly agree. Our measure of brand trust is summarized from Lau and Lee (1999) study and includes four items. We use seven items to measure brand affect Izard, 1977; Mano & Oliver, 1993; Richins, 1997) . Brand loyalty is measured by three items (Lau & Lee, 1999 , Zeithaml et al., 1996 The measurement items are presented in Appendix A.
Validity and Reliability of Measures
This study first conducted a confirmatory factor analysis (CFA), as a first step of Anderson Gerbing two steps approach, with a maximum likelihood to estimate the measurement model by verifying the underlying structure of constructs. This study also checked unidimensionality, reliabilities, and validities of the three-factor measurement model before testing the structural model which is contained of brand trust, brand affect and brand loyalty. Based on the CFA results, we analyze composite reliability, convergent validity and discriminant validity of all the constructs, following the guideline from previous research (Zeithaml et al., 1996; Anderson & Gerbing, 1988; Fornell & Larcker, 1981) . The composite reliability scores (CR) are ranging from 0.78 to 0.88 and alpha's coefficients are ranging from 0.77 to 0.87 (Fornell & Larcker, 1981) . They are all above the recommended cut off of 0.60 (Anderson & Gerbing, 1988) are considered acceptable. The evidence of the convergent validity of the measures is all confirmatory factor loadings around 0.70 and was significant at the alpha level of 0.001 ( Zeithaml et al., 1996) . Discriminant validity is calculated via Ave results, ranging from 0.50 to 0.64. AVE results are greater than squared correlations which indicate unidimensionality and suggest that the three-factors are distinct to each other (Anderson & Gerbing, 1988 Table3 shows the intercorrelations between three construct in this study. As indicated in Table 3 ; an assessment of the bivariate correlations present that the dimensions and items used to measure brand trust is positively related with brand affect and brand loyalty, additionally positive relationship between brand affect and Brand loyalty is observed.
Table 2-Measurement Items and Reliability and Values
Note: CCR: composite construct reliability. χ 2 =81,30 (df=61) ,p<0.001; χ 2 /df=1.33; Root mean squares error approximation (RMSEA)= 0.06; comparative fit index (CFI)=0.96; goodness of fit index (GFI)=0.89, adjusted goodness of fit index (AGFI) =0.84 and incremental fit index (IFI)=0,96, **p<0.001.
Table 3-Correlations Estimates
Note: **Correlation is significant at p < 0.001(2-tailed). 
Construct
ANALYSES AND RESULTS
As the next step structural equation modeling is conducted to test the hypotheses. Fig.2 presents the estimated research model, exhibiting the direction and magnitude of proposed effects.
Figure 2. Structural Equation Model with Parameter Estimates
Note: Standardized path coefficients ** p<0.01
Analysis of structural model yields good fit statistics: χ 2 (61) (p<.001), χ 2 /df=1.33, CFI=0.96, IFI=0.96, GFI=0.89, RMSEA=0.06. The model fit the data well and goodness-of-fit indices are deemed satisfactory; thus, it provides a good basis for testing the hypothesized paths. The parameter estimates of the structural model presents the direct effects of one construct on each other. To examine how brand trust affects consumer's brand affect, Hypothesis 1 is verified and, as a result, accepted (β=.34; t=2.86; p<.01). Hypothesis 2, which hypothesizes a positive relationship between brand trust and brand loyalty, is supported (β=.32; t=2.61; p<.01). Hypothesis 3, which predicts effects of brand affect on brand loyalty, is supported (β=.36; t=2.79; p<.01). All of these findings show great support to our hypothesis. They are represented in Table4.
Table 4-Structural Parameter Estimates
Note: ** p<0.01
Evaluating direct and indirect effects
Direct, indirect and total effects of the constructs on each other can be evaluated through structural equation modeling. Based on this point, direct and indirect partial influences of brand trust and on brand loyalty are discussed. The results are presented in Table 5 . The findings demonstrate that brand trust have direct and indirect impact on brand loyalty. The indirect effects of constructs clearly expose that brand trust produce more favorable brand loyalty through brand affect. It means that brand affect is partially mediate the relationship between brand trust and brand loyalty. Additionally; the square multiple correlation shows that a very considerable portion of variance in brand loyalty is explained by the depicted relationships (%31). 
Hypothesized path Standardized estimates t-value Results
H1
CONCLUSION AND RECOMMENDATIONS
Today a great majority of scholars, companies and consumers have noticed the power and importance of brands. From consumers' point of view, brands have moved to the center of consumers' behavior intention. Consumers use brand to create connection between their self concepts and brand image, this connection cause brand equity and long term consumer-brand relationship (Escalas & Bettman, 2003) . From the companies' point of view, brand is an efficient way for companies to distinguish their selves from competitors and enhance the marketing effectiveness (Sung & Kim, 2010) . Additionally, brand related outcomes such as market share and relative prices help them to differentiate their selves from their competitors and provide them competition advantages (Keller, 1993) . It means that; brands which have high market share and acceptable relative price show a tendency to high levels of repurchase intention among their consumers (Ehrenberg et al.,2003) .
Large stream of literature underlines the importance of brand trust and brand affect impact by creating brand loyalty (Iglesias et al.,2011) . In the similar vein our results show that brand trust and brand affect play a critical role in forming brand loyalty. Both of these constructs have an impact on consumers' brand loyalty. Brand trust and brand affect conducts a certain marketing advantages such as reducing marketing cost, gaining more new consumers, providing great trade leverage, performing favorable word of mouth and resisting among competitors marketing efforts. Therefore if marketing managers want to maintain continuity of both of these constructs, they can justify promotion expenditures. Moreover they can concentrate on their communication and merchandising strategy to create long term effects on their consumers to preserve brand trust, brand affect and brand loyalty. All of these critical constructs contribute to generate profitable brand outcomes.
It is essential to understand that brand trust and brand affect is generated through consumers' experiences with brand. Consumers do not form any subjective perceptions about brands before consuming them. Therefore companies should focus on creating unique experiences between their consumers and brands. Companies can induce consumer experience with brands through the appropriate coordination of marketing communication elements such as advertising, price, packaging, symbols, logos, slogans, store location.
Further researches should take into consideration of different product category characteristics (ie. hedonic, symbolic and utilitarian products) influence on brand loyalty. Moreover to generalize our findings; future researches would be focus on different product categories, services and brands such as luxury goods, hotels etc. Finally, the main limit of this study is using convenience sample of graduate and undergraduate students which prevents to generalize the findings. Therefore, future researches are needed to enhance sample size via covering other age groups. 
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